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Jeremiah 17:7 (NIV) 
“But blessed is the one who trusts in the Lord, 
    whose confidence is in him. 
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Ruth Claudia Thamrin 
Berkembangnya industri kecantikan mendorong berbagai brands kecantikan untuk 
meluncurkan produknya di Indonesia. Dalam industri kecantikan, key opinion leaders (KOL) 
memegang peran penting dalam bagaimana suatu produk dibeli dan digunakan, sehingga 
banyak brands kecantikan melibatkan KOL pada strategi pemasaran produk mereka. Hal yang 
sama dilakukan oleh DHC (Daigaku Honyaku Center) yang meluncurkan brandnya melalui 
brand launching event yang melibatkan KOL sebagai partisipan event tersebut. Penelitian ini 
bertujuan untuk mengetahui bagaimana strategi MPR dalam melaksanakan special event brand 
launching yang diterapkan oleh DHC Indonesia dalam membangun brand awareness. 
Penelitian ini merupakan penelitian kualitatif dengan metode penelitian yaitu studi kasus. Data 
penelitian dikumpulkan dengan melakukan wawancara mendalam kepada 3 narasumber dan 
studi pustaka. Hasil yang ditemukan dari penelitian ini adalah brand launching event DHC 
menerapkan 5 tahapan event planning milik Goldblatt yang menekankan pada memberikan 
informasi penting terkait produk serta menekankan pada keterlibatan partisipan saat 
pelaksanaan event berlangsung.  
Kata kunci: Event, Event Planning, Key Opinion Leaders, Awareness, DHC. 
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DHC Indonesia Marketing Public Relations (MPR) Strategy Analysis in 









       The beauty industry has been continuously developing and this encourage beauty and 
personal care brands to launch their brands in Indonesia. In beauty industry, key opinion leaders 
play an important role in how a product is bought and used. That’s why there are lots of beauty 
brands that involve key opinion leaders in their marketing strategy. The same thing has been 
done by DHC (Daigaku Honyaku Center) who launch its beauty brand through a brand 
launching event that involve KOL as their event participant. This research aims to discover how 
Marketing Public Relations (MPR) strategy is used in implementing brand launching special 
event to raise brand awareness by DHC Indonesia. This research is a qualitative research with 
case study as its research methods. The data is obtained through in-depth interviews and 
literature study. Through this research it was found that DHC brand launching event is applying 
Goldblatt’s event planning five phase process, that accentuate in giving product information 
and directly involve the event participants during the event. 
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